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INTRODUCTION
urrent global economic conditions have had a negative financial impact on the restaurant industry (Brandau, 2009 ). The approach of conducting business as usual is a concept of the past in many industries. The "Great Recession" has had a profound negative effect on the restaurant industry, causing a record number of closures. According to NPD (global research firm), over 4000 (based on US figures only) restaurants have closed for business in a one year period, April 2008 to March 2009. That is a 1% increase in failure year to year for all restaurants, with independents seeing a 2% increase in failure rate over the same period (Lockyer, 2009). As the restaurant industry continues to struggle through the turmoil, the complexities of restaurant operations are magnified in scope and context. The US Department of Labor projects an increase of 1.8 million employees in the restaurant industry by the year 2014 (National Restaurant Association, 2010). Globally the hospitality industry as a whole is the third largest segment in the service sector (Collins, 2007) . Employee attitudes, behaviors and work effort all play an integral role in the service delivery process (Seidman, 2001) , and play an integral role on the development of organizational culture as well. Employee attitudes relate directly to customer satisfaction and customer retention in the service industry ( A 2004 survey of restaurateurs by the National Restaurant Association found that 70% of their business comes from repeat customers. The same study reported that 52% of the respondents reported increasing difficulty in maintaining customer loyalty (Sanson, 2004) . Thus, return patronage has a significant effect on the long-term success of restaurants. By gaining an understanding of how to provide the highest levels of service, organizations will be able to see increases in both brand loyalty and market share (Oh & Parks, 1997) . The current research examined key elements of organizational culture and the extent to which organizational culture relates to both service quality and customers' intentions to return.
With limited studies examining these three variables (organizational culture, service quality and behavioral intentions) in the restaurant industry, this study is important to both academics and practitioners. A link has been established between customer loyalty and profitability (Reicheld & Sasser, 1990) . From a practical standpoint, the findings of this research could help restaurateurs build appropriate training programs, including global cultural orientation and service programs to improve relationships between restaurants operators, employees and customers. Improving these relationships should advance levels of sustainability and profitability in restaurants (Kattera et al., 2008; Stevens et al., 1995) . Schein (1990) defines organizational culture as "what a group learns over a period of time as that group solves its problems of survival in an external environment and its problems of internal integration. Such learning is simultaneously a behavioral, cognitive, and an emotional process" (p. 111). Organizational culture is defined by Davidson (2003) as "the shared beliefs and values that are passed on to all within the organization" (p. 206). Due to its labor-intensive nature and the high level of interaction between customers and employees, the hospitality industry has a greater likelihood of being impacted by its employees' actions than many other industries (Kattara, et al., 2008; Davidson, 2003) . Therefore, developing an appropriate organizational culture is a critical component in the success of restaurant operations. Davidson (2003) explored the linkage between organizational climate and service quality in the hotel industry and reported a high correlation between organizational climate and performance. He concludes, "The culture and climate shape not only employee actions but also their commitment to a service ethic. It is this commitment to service that is of paramount importance if customer satisfaction is to be achieved" (p. 211). His model describes organizational culture as the glue between organizational climate, HR practices, and service quality (Davidson, 2003) .
ORGANIZATIONAL CULTURE
A variety of empirically tested organizational culture typologies currently exist. The Competing Values Framework adapted by Cameron and Quinn (1999) was chosen for this study. It delineates four culture types: (1) Clan Culture, (2) Adhocracy Culture, (3) Market Culture, and (4) Hierarchy Culture. (Obenchain, 2002) . The same is true with the adhocracy culture type and the hierarchy culture type. While the hierarchical culture tends to be very mechanistic in nature and structure, the adhocracy culture type is very organic in structure (Robbins et al., 2011) . Empirical research shows that if an organization is characterized as a clan type culture, then it generally is not a market culture. The same would hold true for the hierarchy culture type to the adhocracy culture type (Cameron & Quinn, 1999; Obenchain, 2002) .
There is a great deal of research related to organizational culture in the United States. Still, there continues to be a gap in empirical research on organizational culture types from a global perspective, specifically in the hospitality industry (Doherty, Klenert & Manfredi, 2007) . National cultural influence plays a very important role in the restaurant industry from both the customer perspective as well as the staff. Johns, Henwood and Seaman (2007), in an international study, concluded that service experiences tended to be more dependent on personal value as well as cultural elements.
Clan Focus
The Competing Values Framework suggests that a clan culture type is most representative of how independent restaurants are structured, very organic in their composition (Robbins et al., 2011; Cameron & Quinn, 1999) . The level of cohesiveness, teamwork, fun and high levels of energy are attributes that draw a "fit" to what restaurants are trying to accomplish from an organizational culture standpoint (Berta, 2002) . The ability to build loyalty among customers and build bonded relationships in order to grow business is essential to future success (Bowen & Shoemaker, 2003) . Cameron and Quinn (1999) state that the clan culture type emphasize building customer "partnerships." Many restaurants would seek to establish those types of relationships with customers in order to promote loyalty.
SERVICE QUALITY
Service firms strive to provide their customers with superior levels of service in order to gain and sustain competitive advantage against industry rivals (Chow & Luk, 2005 ). Customer's perceptions of service quality play a vital role in the long-term success of organizations, thereby prompting management on developing sustainable © 2012 The Clute Institute programs that will build higher levels of perceived service increasing levels of loyalty ( Hyun, 2010; Meng & Elliot, 2009 ). Research has shown that employee behavior has plays a significant role in the delivery of quality service (Chang, 2006; Davidson, 2003; Seidman, 2001 ). willingness to provide the service promptly; (d) Assurance: knowledge and courtesy of employees and their ability to inspire trust and confidence; (e) Empathy: caring, individualized attention the firm provides its customers (Parasuraman et al., 1988) . The SERVQUAL instrument was developed to measure service quality based on these five dimensions. It has been validated and tested in a variety of industries including banks, credit card companies, repairs and maintenance firms and long distance telephone companies (Parasuraman et al., 1988 (Parasuraman et al., , 1991 .
In 1995, Stevens, Knutson, and Patton developed DINESERV, a 29-item scale to measure service quality in restaurants. It retained the dimensionality of SERVQUAL and was tested in a multitude of different types of restaurants, ranging from quick service to full service restaurants. The new instrument proved to be valid, and the results concurred with the dimensionality findings of SERVQUAL. The hierarchy of the dimensions as relevant to the customer experience were as follows in order of significance: (1)Reliability; (2)Tangibles; (3)Assurance; (4)Responsiveness; (5)Empathy (Stevens et al., 1995) .
BEHAVIORAL INTENTIONS
Consumers who are dissatisfied with a service experience may take a variety of different actions. They can voice their opinion to management, they can say nothing and just not return to that organization, or they can continue patronizing the organization and not say anything (Susskind, 2002 Brown & Chandrashekaren, 1996) . Ultimately, the economic impact of customer retention is incredibly significant for profitability. The defining study conducted by Reichheld and Sasser (1990) showed that a 5% increase in customer retention equates to a net present value increase of 25-125% in profitability (Bowen & Chen, 2001; Reicheld & Sasser, 1990 ; Shaw-Ching Liu et al., 2001) . From a restaurateur's perspective, if the organization were to increase its guest return rate from 76% to 81%, profits would more than likely double (Stevens et al., 1995) .
In 1996, Zeithaml et al. showed that behavioral intentions are intervening variables between service quality and financial gain or loss of an organization. Their research postulated that a positive level of service quality creates favorable behavioral intentions. This, in turn, increases the probability that customers' relationship to the organization will be strengthened and that they will be repeat customers. Conversely, low levels of service quality will create unfavorable behavioral intentions, which in turn could cause patrons not return to the business research from a practical standpoint, is to help restaurateurs build appropriate programs, including cultural orientation and service programs to improve relationships between the restaurants, employees and customers. The restaurant industry is dependent on multi-cultural employees. Therefore, the ability of management to understand the national culture implications are also critical factors in building successful organizational cultures (Johns et al., 2007) .
The current study investigated the relationship between two types of organizational culture, clan culture and market culture as defined by Cameron and Quinn (1999) , service quality as defined by Parasurraman, et al. (1985, 1988, 1991 1999) report that customers play an integral role in developing a clan culture, as it invites them to become part of the "family," and associated with the internal environment of the organization. The market type culture relates to the external environment of organizations in terms of dominating other organizations and competing with them to sell products or services; Cameron and Quinn (1999) position it as the polar opposite of clan culture. Therefore, the first and third hypotheses propose that clan culture is positively related to service quality and intent to return, while the second and fourth propose that market culture is negatively related to the outcomes in the independently owned, casual dining restaurant industry. Figure 1 depicts these relationships.
H 1 :
Clan culture type is positively related to service quality in the independently owned, casual dining restaurant industry.
H 2 :
Market culture type is negatively related to service quality in the independently owned, casual dining restaurant industry.
H 3 :
Clan type culture is positively related to customers' intentions to return in the independently owned, casual dining restaurant industry.
H 4 :
Market type culture is negatively related to customers' intentions to return in the independently owned, casual dining restaurant industry.
H4 H3 H1 H2

Figure 1: Theoretical Model Examined
METHODOLOGY Study Sample
Customers in six independently owned and operated restaurants (U.S.) participated in this study as this population tends to be more organic in structure and lends itself better to the initial study of the clan type dimensions versus the more mechanistic structured, national chain restaurants (Robbins et al., 2011) . A total of 310 questionnaires were distributed to customers dining in the participating restaurants. The surveys were distributed to every 10th customer over the age of 18 dining in the restaurants. Additionally, the customers participating in the Service Quality
Behavioral Intentions
Organizational Culture Type -Clan Culture Organizational Culture Type -Market Culture © 2012 The Clute Institute study had to have dined in the restaurant at least once before in order to be eligible for the study. Of the 310 surveys distributed, 17 were incomplete and not included in the final sample of 293 responses.
Survey Instrument
The research instrument for the study included DINESERV (Stevens et al., 1995) reliability of .89 and greater (29 items); the Behavioral Intentions Battery (Zeithalm et al., 1996) , reliability of .70 and greater (13 items); and the organizational culture type scale (3 items for two culture types) developed by Yeung, Brockbank and Ulrich (1991), reliability of .76 and greater. The 3-item scale clan culture type yielded a Cronbach's alpha reliability of .81, which is higher than that reported in two previous studies reported in Table 2 . The reliabilities estimates in this study yielded slightly higher scores than the ones reported above except for the market culture scale. The 3-item scale yielded a Cronbach's alpha reliability of .62. An inter-item correlation analysis indicated that one item correlated only .178, and it was deleted. The revised 2-item scale yielded an acceptable reliability of .73. 
RESULTS AND DISCUSSION
Demographics of Respondents
Key sample demographic data include gender, ethnicity and age of the respondents. Respondents were 50.9% men, 49.1% women. The largest ethnic group was white (88.9%). The largest single age category was that of 50-59 years of age with 27.7% of the sample in that category. Two other age categories were slightly lower in percentage; the 40-49 year category represented 22.1% of the sample and the 60 and over category, 21.5%. Thus, 71% of the respondents were 40 years old and above.
Additional questions asked of the respondents include the reason for dining, number of times the respondents dine out per month and the amount of money they spend per person when dining out (in US dollars). Results show that 58.6 % of the respondents dine out for pleasure, 36.6% dine out for business and 4.8% of respondents recorded an answer of other. In addition, 48.4% of the respondents dine out more than six times per month. The dollar amount per person per visit, by percentage is 39.4% at $15-$20 (US) and 38.4% at $20-$30 (US). Table 3 shows the means, standard deviations, correlations, and reliabilities for the study variables. The reliabilities (Cronbach's alpha) are all above 0.70. The correlations are in the expected directions except that market culture type is positively related both to service quality (r=0.28, p<.001) and to behavioral intention (r=.13, p< .05) and not negatively related as expected. However, the regression results presented next provide a more rigorous test of the relationship because it takes into account the influence of the other independent variable (either clan or market type culture in this study. Correlation analysis shows a high positive correlation between the clan culture type and service quality, which concurs with the previous studies conducted in the hotel sector of the hospitality industry. Kattara et al., (2008) and Davidson (2003) reported a positive correlation between organizational climate and employee behavior with regard to service quality in the hotel industry. There is a strong positive correlation between clan culture and behavioral intention (r=0.50, p<.001), as expected.
RESULTS
The strong positive correlation for service quality and behavioral intentions (r= 0.62, p< .001) for the casual dining restaurant setting in this study are consistent with previous research in various industries which reported a strong positive relationship between perceptions of service quality and customers' intentions to return ( Cronbach's alpha reliability for the variables. * correlation is significant at the 0.05 level. *** correlation is significant at the 0.001 level. Table 4 presents the results of regressing service quality on clan culture type and market culture type. The F of 56 (p<.001) indicates that this portion of the study model is highly significant and represents a good approximation of the activities in the model. Clan culture type is strongly, positively correlated with service quality and market culture is not related to service quality. The regression results provide support for Hypothesis 1 concerning a positive relationship between clan culture and service quality; they do not support Hypothesis 2 that proposed a negative relationship between market culture and service quality as there is no relationship between them. Table 5 presents the results of regressing intention to return on clan and market type culture. The F of 56 (p< .001) indicates that the model is significant. The regression coefficient associated with clan culture indicates a strong positive relationship with behavioral intention, thus supporting Hypothesis 3. Market culture relates negatively to behavioral intention, thus supporting Hypothesis 4. Table 5 results, then, show that clan (family-type) culture relates positively to intention to return to the restaurant so it helps generate repeat customers. Market culture type, the opposite of clan culture, focuses on beating competitors, relates negatively to intention to return. Taken together, the above findings support the proposition that customers' perceptions of organizational culture affect both service quality and behavioral intentions in restaurants as in other sectors of the hospitality industry as well as other industries (Meng & Elliot, 2009; Kattara et al., 2008; Davidson 2003; Alexandris et al., 2002) . Clan culture type, as expected, relates positively to service quality and to intention to return to the restaurant. Its implications will be discussed more fully below. Market culture, the polar opposite of clan culture focused as it is on external competitors, is not positively related to either service quality or intention to return.
CONCLUSIONS AND MANAGERIAL IMPLICATIONS
The above findings provide empirical evidence that clan culture type relates positively to both service quality and behavioral intention in the independent, casual dining restaurant industry. Market culture, on the other © 2012 The Clute Institute hand, is not related to service quality and relates negatively to intention to return. The regression results tested the hypotheses because they can tell us if a given independent variable (e.g., market culture) relates to the outcome (customer service in the first regression and behavioral intention in the second) given the presence of the other independent variable(s), in this case, clan culture. A correlation coefficient tells if two variables are correlated in the direction (positive or negative) of the relationship, but it does take into account other factors that may affect the relationship. Therefore, there may appear to be discrepancies between the regression and correlation results reported above. Another contributing factor in the above results is the relatively weak psychometric properties of the market type culture scale, which is discussed more fully below in the section on limitations.
This study extended the literature of organizational culture as it relates to the restaurant industry. The findings have important ramifications for practitioners in the casual dining restaurant industry. According to Cameron and Quinn (1999) , the characteristics of a clan culture type include an environment of loyalty, commitment, and participation, where a sense of belonging and family form the essence and foundation of the organization. The restaurants in this study showed a significantly high level of service quality (mean of 6.22 on a 7 point scale), with a dominant clan culture evident (mean of 5.62 on a 7 point scale). Practitioners might want to consider developing an organizational culture that captures the elements of the clan culture in order to improve service delivery systems and help reduce factors that negatively influence service delivery. The study also suggests that having good service programs in place and improving service levels will increase repeat business in this particular sector of the restaurant industry. Previous studies revealed that customers in all segments of the restaurant industry have high expectation levels when it comes to service (Meng & Elliot, 2009; Stevens et al., 1995) . Meeting and exceeding those expectations is of paramount importance to restaurateurs if they want to increase the frequency of repeat customers.
The bankruptcy figures suggest that being a successful owner of any small business is extremely challenging. Foodservice operation failure rates indicate that the challenges involved in running restaurants are far greater than many other businesses (Parsa & Self, 2005) . The restaurant industry is a unique and complex business, needing expertise in many areas, from production to service orientation (Wyckoff, 2001) . Restaurateurs need to be concerned with both product quality and service quality (Alonso & O'Neill, 2010; Bojanic & Rosen, 1994) . In the service industry, service quality and customers' intentions to return are of paramount importance for organizational success. Many variables affect the service delivery process and the likelihood of error is extremely great.
The primacy of good service delivery in this industry results from the high level of employee interaction with the customers. For example, a customer may be completely satisfied with the food they ordered, but not satisfied with their overall dining experience. Customer perception of poor service from the server may lead to negative behavioral consequences leading to loss of return customers.
With the complex nature of the restaurant industry, it is our hope that the study findings can benefit independent or family owned restaurants. Human interactions play a significant role in this industry, from both customer and employee perspectives. The goal is for employees to become a strategic, core competency, where they embody a key strategic resource. Additionally, research has shown that hospitality organizations that have selfmanaged teams and empowerment strategies have lower employee turnover and higher levels of success and profitability (Crook, Ketchen, & Snow, 2003) . In order to build repeat business, restaurateurs need to be able to develop the appropriate culture, build proper service programs, and successfully execute these tasks simultaneously. The findings of this study can also function as a starting point to help restaurateurs develop these systems.
LIMITATIONS AND FUTURE RESEARCH
The fact that the study was conducted in the United States was a limitation to the study on a global scale. Studies have shown that the perception of service quality, with respect to the service encounter itself, varies with respect to national culture (Johns, Henwood & Seaman, 2007) . Therefore, a replication of this study in countries with different cultural dimensionality may result in different findings.
Another limitation is the inadequacy of the market culture scale in this study; it needs revisions for the restaurant and the entire hospitality industry. It's extremely low reliability estimate was unexpected because previous research yielded adequate reliability estimates. The two outcomes are unique in the research literature on the use of the scales. Superficially, the three items for each of the two measures (listed at the beginning of the appendix) appear to measure different ideas. However, the market scale items describe being achievement oriented, being concerned with getting the job done, and accomplishing goals may, in diners' perceptions, be similar to the clan culture concepts of loyalty to the organization and employees sharing a lot of themselves to provide quality service.
Recommendations for future research on organizational culture within the hospitality industry include developing a new set of items for market culture; they should include concepts concerning competitiveness with other organizations in the same industry and then be examined in models similar to the one tested here. Another possibility is that market culture type may not be part of the diners' frame of reference in this setting and in similar ones. Yet, in the fast-food segment of the hospitality industry, competitiveness may be a factor in customers' intention to return to the restaurant. However, the market culture type does include highly competitive forces (Cameron & Quinn, 1999) and that could create negative attributes for diners in the independently owned, casual dining restaurant industry.
In conclusion, this study contributed to research in the independently owned, casual dining restaurant environment by creating and testing the influence of two types of organizational cultures as they relate to customer service and intention to return. The influence of the family-oriented type of culture is positively related to customer service and to intention to return.
